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 This study aims to discover the influence of e-commerce on student life, both in terms of 
understanding and its use. The variables analyzed include the level of understanding, 
the experience of a transaction through e-commerce, reasons for choosing e-commerce, 
e-commerce knowledge sources, and a list of e-commerce sites they have used. 
Respondents were students of the State Islamic University of Maulana Malik Ibrahim 
Malang. A simple random sampling technique used in this study. As for the data 
collection, using a questionnaire technique. The obtained data will be processed and 
analyzed. Generally, the results of the study explain that most students know e-
commerce, but the use is still not optimal, even very less. 
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I. INTRODUCTION 
The development of the internet led to the formation of a 
new world which is commonly called the virtual world. In this 
virtual world, every individual has the right and ability to 
interact with other individuals without any restrictions that can 
prevent him [1], [2]. So that perfect globalization has been 
running in cyberspace which connects the entire digital 
community. From all aspects of human life affected by the 
presence of the internet, the business sector is the sector most 
affected by the development of information technology and 
telecommunications and the fastest growing [3]. Through e-
commerce, for the first time, all people on earth have the same 
opportunities to compete and succeed in doing business in 
cyberspace [4]. 
E-commerce is a type of electronic business mechanism that 
focuses on individual-based business transactions using the 
internet (digital network-based technology) as a medium for 
exchanging goods or services between two institutions 
(business to business) and direct consumers (business to 
consumer), bypassing space and dominant time constraints [4], 
[5]. In times of fierce competition in the current era of 
globalization, the real competition lies in how a company can 
utilize e-commerce to improve performance and existence in 
the core business [6]. With e-commerce applications, the 
relationship between companies and other external entities 
(suppliers, distributors, partners, customers) can be done faster, 
more intensively, and cheaper than the conventional application 
of management principles. So e-commerce is not just a 
mechanism for selling goods or services through the internet 
medium, but also to the occurrence of a business transformation 
that changes the way companies look at doing business 
activities. Building and implementing an e-commerce system is 
not an instant process but is a transformation of strategies and 
business systems that continue to grow in line with the 
development of the company and technology. 
II. THEORETICAL BASIS 
E-Commerce is a process of buying and selling products 
electronically by consumers and from company to company 
with computers as intermediaries for business transactions [5]. 
E-Commerce or commonly referred to as Ecom,  Emmerce, or 
EC is a routine business exchange using Electronic Data 
Interchange (EDI) transmissions, e-mails, electronic bulletin 
boards, facsimile machines, and Electronic Funds Transfers 
relating to shopping transactions on Internet shopping, online 
stocks and bonds, downloading and selling software, 
documents, graphics, music, etc., as well as Business to 
Business (B2B) transactions [7]. E-Commerce is a dynamic set 
of technologies, applications, and business processes that link 
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enterprises, consumers, and communities through electronic 
transactions and the electronic exchange of goods, services, and 
information. E-Commerce is a dynamic set of technologies, 
applications, and business processes that connect certain 
companies, consumers and communities through electronic 
transactions and the trading of goods, services and information 
conducted electronically. 
A. A Brief History of E-Commerce Development 
The emergence of E-commerce was first introduced in 1994 
when the first electronic-banner was used for promotional and 
advertising purposes on a web page. According to Forrester 
Research, electronic commerce resulted in sales of US 12.2 
billion in 2003. According to another report in October 2006, 
online non-travel retail revenue in the United States is forecast 
to reach a quarter of a trillion US dollars in 2011. 
B. Types of E-Commerce 
E-Commerce activities include many things, to distinguish 
it can be divided into 2 based on its characteristics [8], [9]: 
 Business to Business, its characteristics are (1) Trading 
partners who already know each other and between them 
have established a longstanding relationship. (2) Data 
exchange is carried out repeatedly and periodically in a 
mutually agreed upon data format. (3) One of the 
perpetrators does not have to wait for their other 
colleagues to send data. (4) The commonly used model 
is peer to peer, where processing intelligence can be 
distributed to both business people. 
 Business to Consumer, its characteristics are (1) Open to 
the public, where information is disseminated publicly 
as well. (2) The services used are also general in nature, 
so they can be used by many people. (3) Services used 
on request. (4) A client-server approach is often used.  
C. E-Commerce Advantages 
There are some advantages of E-commerce such as [10]: (1) 
Do not recognize any place restrictions because transactions 
can occur even though consumers and sellers are in different 
places. (2) Make time efficient because you don't know the 
limits or every e-commerce transaction can be done for 24 
hours. (3) Fewer employees are needed to make transactions so 
as to erode the seller's expenditure budget. 
D. E-Commerce Weakness 
There are also weakness of  e-commerce implementation, 
such as [10]: (1) Frequent frauds such as fictitious credit cards, 
or sometimes seller fraud against customers because the laws 
governing e-commerce are still not very developed. (2) 
Consumers can not directly see the condition of the goods to be 
purchased. (3) Narrowing employment because the e-
commerce industry does not require many employees to service 
transactions. 
III. METHOD 
The population in this study is students of UIN Maulana 
Malik Ibrahim Malang. It is not all of students are examined as 
research objects. To get the sample used a random sampling 
technique. A random sampling is drawn from a population and 
each member of the population has the same opportunity to be 
chosen as a sample. 
In this study the method used to obtain information from 
respondents is in the form of a questionnaire. This type of 
questionnaire is a closed questionnaire with a Likert scale. The 
closed questionnaire answers that have been provided so that 
the respondent is left to choose the column that has been 
provided in the column by giving a cross (X). The reason that a 
closed questionnaire selection is because the method provides 
convenience to the staff in providing answers, it is more 
practical and systematic. 
IV. RESULT AND DISCUSSION 
 
Fig. 1. E-commerce understanding level 
 
Fig. 2. Buying a stuff through e-commerce 
 
Fig. 3. Purchased stuff 
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Fig. 4. Selling a stuff through e-commerce 
 
Fig. 5. Reason to choose e-commerce 
 
Fig. 6. Common used sites 
 
Fig. 7. Knowledge resources about e-commerce 
Based on the Figure 1 to 7, it can be analyzed that many of 
students know about E-Commerce both from the internet and 
from their friends, but still lacking in the application of E-
Commerce itself. Some of those who have used E-Commerce 
have bought goods online. For example gadgets, clothing and 
many others. But in the case of selling goods most of them have 
never used E-Commerce. 
V. CONCLUSION 
E-Commerce is a process of buying and selling products 
electronically by consumers and from company to company 
with computers as intermediaries for business transactions. 
There are two types of E-Commerce based on their 
characteristics, Business to Business and Business to 
Consumer. One of the advantages of E-Commerce is that there 
are no place restrictions because transactions can occur even if 
consumers and sellers are in different places. And one of the 
weaknesses of E-Commerce is that consumers cannot see 
directly the condition of the goods to be purchased. 
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